Feasibility Research on Membership Loyalty in TV News Commentary Program--Take Greater China Live as an Example by 黄晓梅
  
学校编码：10384                                分类号      密级       
学    号：17920121150702     6                                   UDC       
 
 




Feasibility Research on Membership Loyalty in TV News 
Commentary Program 
--Take Greater China Live as an Example 
黄 晓 梅 
指导教师姓名： 赵 蓓  教 授 
专  业  名  称： 工 商 管 理 ( M B A ) 
论文提交日期： 2 0 1 6 年  4 月 
论文答辩时间： 2 0 1 6 年  8 月 
学位授予日期： 2 0 1 6 年  5 月 
答辩委员会主席：           




















































另外，该学位论文为（                            ）课题（组）
的研究成果，获得（               ）课题（组）经费或实验室的资助，








































（     ）1.经厦门大学保密委员会审查核定的保密学位论文，于   
年  月  日解密，解密后适用上述授权。 







                             声明人（签名）： 




















































With the booming development of new media, traditional media are greatly impacted: 
audience ratings decline, advertising revenues fall,and brain drains. Greater China Live, an 
outstanding Chinese TV news cmmentary program renowned for its superior quality and 
good reputation, foresees an incoming crisis. It is urgent for Greater China Live to 
maintain loyal audience and expand new audience by applying internet thinking in order 
to enhance audience viscosity and keep good program quality at the same time.   
The thesis reviews theories and practices of membership in marketing history home 
and abroad.It also analyzes cases of membership appliance in media industry.  
So as to provide suggestions for initiating and implementing of "Member Loyalty 
Program" of Greater China Live, a questionaire is carefully designed, issued and collected. 
Results of the questionaire are analyzed in terms of correlation statistics as well as 
regression statistics. The data analysis puts it emphasis on audience preference for VIP 
services, their paying factors, influencing factors of TV premiere ratings, etc. before 
comes to the conlusion of how marketing should be carried out.In membership 
impementation, first-rate services should be provided to every member.High-end services 
might be offered to generous sponsors.Commercial exploitation could be considered in 
fields of education, commentator lectures, interview-related industries, military 
fan-favored products. In platform biulding, the program video shoulbe be distributed on as 
many platforms as possible, and audience should have as many approaches to social 
platforms as possible. In fostering seed members, "liaisons" and "salesmen" found by the 
questionaire tatistics and daily communication with the audience could be kept close 
contact and sought for help. 
 
















第一章  绪论 ·········································································· 1 
第一节 选题背景 .......................................................................................................... 1 
第二节 选题意义 .......................................................................................................... 2 
第三节 研究方法和论文内容 ...................................................................................... 2 
第二章  文献综述 ···································································· 4 
第一节 电视媒体相关定义 .......................................................................................... 4 
一、收视率 ............................................................................................................. 4 
二、忠诚度 ............................................................................................................. 4 
三、满意度 ............................................................................................................. 5 
第二节 会员制 .............................................................................................................. 5 
一、研究现状 ......................................................................................................... 5 
二、会员制的起源 ................................................................................................. 6 
三、会员制的概念和特征 ..................................................................................... 6 
四、会员制对顾客的功能 ..................................................................................... 7 
第三节 关系营销 .......................................................................................................... 8 
一、关系营销五层次 ............................................................................................. 9 
二、顾客资产 ......................................................................................................... 9 
第四节 互联网思维 .................................................................................................... 10 
一、流量经济 粉丝经济 社群经济 ................................................................... 10 
二、参与感 ............................................................................................................ 11 
三、感染力 ............................................................................................................ 11 
四、互动 ............................................................................................................... 12 
五、“六度分离” ................................................................................................... 12 
六、引爆点 ........................................................................................................... 13 















第三章  媒体行业分析 ···························································· 15 
第一节 PEST 宏观环境分析 ..................................................................................... 15 
一、政治环境分析 ............................................................................................... 15 
二、经济环境分析 ............................................................................................... 16 
三、社会环境分析 ............................................................................................... 17 
四、技术环境分析 ............................................................................................... 18 
第二节 媒体行业现状 ................................................................................................ 19 
第三节 《直播港澳台》节目现状 ............................................................................ 21 
一、节目核心竞争力 ........................................................................................... 21 
二、新媒体现行推广策略 ................................................................................... 23 
第四节 《直播港澳台》节目存在的问题 ................................................................ 23 
第四章  媒体融合案例分析······················································ 27 
第一节 《人民日报（海外版）》“逆袭”新媒体 ...................................................... 27 
第二节 澎湃新闻--时政新闻的新媒体探索 ............................................................. 28 
第三节 《今日头条》--“渠道为王”Vs“内容为王” ................................................. 29 
第四节 The Daily--原创的失败 ................................................................................ 30 
第五节 《罗辑思维》脱口秀--以会员费谋生的自媒体 ......................................... 31 
第六节 付费墙—纸质新闻媒体的收费会员制 ........................................................ 32 
第七节 CNN--媒体的客户关系管理......................................................................... 34 
一、CNN 的 iReport--传统媒体引入自媒体内容 .............................................. 34 
二、其他媒体的用户关系经营 ........................................................................... 36 
第五章  《直播港澳台》节目“会员忠诚计划”可行性调查分析 ········ 38 
第一节 “会员忠诚计划”可行性调查内容 ................................................................ 38 
第二节 变量设计 ........................................................................................................ 39 
一、变量设计 ....................................................................................................... 39 
二、问卷设计变量中的人口统计特征 ............................................................... 42 
第三节 问卷的发放和回收 ........................................................................................ 43 















第一节 描述性统计分析 ............................................................................................ 44 
一、影响因素变量的描述性统计 ....................................................................... 44 
第二节 相关性分析 .................................................................................................... 65 
一、人口统计特征变量相关性分析 ................................................................... 66 
二、会员费以及其他会员服务相关性分析 ....................................................... 70 
三、收看首播频率相关性分析 ........................................................................... 73 
第三节 个案筛选 ........................................................................................................ 82 
第四节 回归分析 ........................................................................................................ 83 
一、因变量：会员费 ........................................................................................... 83 
二、自变量：VIP 服务内容 ................................................................................ 83 
第五节 数据分析总结 ................................................................................................ 85 
一、描述统计 ....................................................................................................... 85 
二、相关性分析 ................................................................................................... 86 
三、个案筛选 ....................................................................................................... 87 
四、回归分析 ....................................................................................................... 87 
第七章  《直播港澳台》节目“会员忠诚计划”实施建议 ················· 88 
第一节 会员忠诚计划 ................................................................................................ 88 
一、会员费 ........................................................................................................... 88 
二、VIP 服务 ........................................................................................................ 88 
第二节 商业开发 ........................................................................................................ 89 
一、教育市场 ....................................................................................................... 89 
二、开发评论员商业资源 ................................................................................... 89 
三、记者采访地的商业开发 ............................................................................... 90 
四、军迷 ............................................................................................................... 90 
第三节 平台 ................................................................................................................ 90 
一、播出平台 ....................................................................................................... 90 
二、社交平台 ....................................................................................................... 90 
第四节 种子会员 ........................................................................................................ 91 















第一节 论文各章的结论 ............................................................................................ 92 
一、文献综述的结论 ........................................................................................... 92 
二、媒体行业分析的结论 ................................................................................... 92 
三、媒体融合案例分析结论 ............................................................................... 92 
四、《直播港澳台》节目“会员忠诚计划”可行性调查分析的结论 ................. 93 
五、调查问卷数据分析的结论 ........................................................................... 93 
六、《直播港澳台》节目“会员忠诚计划”市场营销策略的结论 ..................... 94 
第二节 “会员忠诚计划”可行性结论 ........................................................................ 94 
一、“会员忠诚计划”可行性结论 ....................................................................... 94 
二、营销启示 ....................................................................................................... 96 
参考文献 ·············································································· 97 
附 件 ·················································································· 99 


















Chapter 1 Introduction ······························································ 1 
Section 1  Research Background ··························································· 1 
Section 2  Research Meaning ······························································· 2 
Section 3  Research Method and Thesis Contents ······································ 2 
Chapter 2 Literature Review ······················································· 4 
Section 1 TV Media Related Definitions ··················································· 4 
Section 2 Membership ········································································· 5 
Section 3 Relationship Marketing ··························································· 8 
Section 4 Internet Thinking ································································· 10 
Section 5 Likert Scale ········································································· 13 
Chapter 3 Analysis of Media Industry ········································· 15 
Section 1 PEST Macro-Environment Analysis ·········································· 15 
Section 2 Status Quo of Media Industry ·················································· 19 
Section 3 Status Quo of Greater China Live ············································· 21 
Section 4 Problems with Greater China Live ············································ 23 
Chapter 4 Case Study of Media Convergence ································ 27 
Section 1 People’s Daily Overseas Edition ················································ 27 
Section 2 The Paper ··········································································· 28 
Section 3 Headlines Today ··································································· 29 
Section 4 The Daily ············································································ 30 
Section 5 Luogic Show ········································································ 31 
Section 6 Pay Walls ············································································ 32 
Section 7 CNN ·················································································· 34 
Chapter 5 Feasibility Analysis of Membership in Greater China Live ·· 38 
Section 1 Problems for Questionaire ······················································· 38 
Section 2 Variable Design ···································································· 39 
Section 3 Issuing and Collecting of Questionaire········································ 43 
Chapter 6 Questionaire Data Analysis ········································· 44 















Section 2 Correlation Statistics ····························································· 65 
Section 3 Case Screening ····································································· 82 
Section 4 Regression Statistics ······························································ 83 
Section 5 Conclusion of Statistics Analysis ··············································· 85 
Chapter 7 Greater China Live’s Membership Marketing Strategy 
Suggestions ··········································································· 88 
Section 1 Member Loyalty Program ······················································· 88 
Section 2 Commercial Exploitation ························································ 89 
Section 3 Platforms ············································································ 90 
Section 4 Seed Members ····································································· 91 
Chapter 8 Conclusion and Expectation ········································ 92 
Section 1 Conclusions of Each Chapter ··················································· 92 
Section 2 Conclusion of Feasibility of Member Loualty Program  ·················· 94 
References ············································································ 97 
Appendices ··········································································· 99 














第一章  绪论 
1 











中国互联网信息中心（CNNIC）2014 年 7 月发布的第 34 次《中国互联网络发展状况






40 岁以上，而广告主最青睐的 18-34 岁观众很少看电视。第二，广告客户的营销策



























   为了让电视媒体焕发新生机，除了传播工具即移动手机屏的应用，经营方式的
改革也需要努力尝试。将会员制应用于某新闻评论电视节目便是本文讨论的主题。 

















据权威机构统计，至今有 2 亿观众收看过至今创办近十年的《直播港澳台》节目。 
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